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ABSTRACT
The purpose of this study is to examine the Ontario SuperHost Seminar
and determine the value of its content, in the workplace, according to the
surveyed participants. The sample group included employees from various
businesses and companies who held positions at levels ranging from President
and C.E.O., department managers, municipal government employees to fast-food
counter staff, and general citizens. The surveyed participants live and work in
villages, towns and cities in South Central Ontario.
The results of the survey indicate that the Ontario SuperHost Seminar is
beneficial to improving a number of interpersonal skills required by service
providers in order to exhibit quality customer service. The data also indicates an
improvement in employees'confidence and in the quality of customer service
delivered by their department.
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CHAPTER 1
THE PROPOSAL
Traditionally the "service industry" was thought to refer solely to hospitality
and tourism. The nineties have heralded the "customer comes first" attitude and
embraced the essence of service excellence as a new-found magic to ensure
business growth and success. Mission statements, goals and company
objectives pay homage to the importance of treating customers with respect,
attending to their needs in a professional manner and, in fact, exceeding their
expectations. This movement has gone beyond the borders of the hospitality
industry. Retail stores have positioned "greeters" that now welcome us to their
operation and thank us for shopping there when we depart. Gas stations proudly
display signs reminding the public that they are welcomed as their "guests" This
is certainly a new approach. Now, more than ever before, we have virtually
twenty-four hour access to our funds in financial institutions, not just between ten
and four, Monday through Friday.
For every sign or advertisement we see, or every promise we hear, about
the sincerity, customer-centered service and professional abilities of the
business's employees, we can usually cite a dozen examples of disservice,
incompetence on the part of an employee, or a display of disinterest in making a
sale. Is our pledge to customer service merely lip service? Do we, in fact, train
employees to be attentive and observant and to anticipate the needs of guests
and conduct themselves in a professional manner at all times? Is the training a
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"one shot deal" that is not reinforced, modelled by supervisors, or rewarded?
Finally, how do we know the value of the training? How do we evaluate the
alleged success of customer service training?
In May, 1995, the Ontario SuperHost Seminarwas launched in the
province by the Ontario Chambers of Commerce and the Ontario Tourism
Education Corporation. The program has been well received. To date there are
sixty communities involved and over eight thousand people have participated in
the Seminar. The Seminars are highly participative and the reviews at the end of
the day are positive. However, it is vital to the on-going success of the program,
to have in place an evaluative tool to measure the effectiveness of the training in
the workplace environment. The focus of this study is to determine the
workplace value of the Ontario SuperHost Seminar to the employee and the
employer, and to develop a research tool that will allow for long-term evaluation
of the program throughout the province.
PROBLEM STATEMENT
This project will examine the effectiveness of the Ontario SuperHost
Seminar using a sample of SuperHost participants within Simcoe County. The
participants are representative of a variety of businesses, including retail stores,
tourist attractions, hospitality properties as well as municipal government offices.
The participants have included line staff, supervisors, managers and
owner/operators. The effectiveness of the program will be determined by the
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responses of the sample with regard to the workplace application of the Seminar
modules.
BACKGROUND
In the last five years, no conference or seminar would be complete without
a presentation in some form or other expounding the advantages of customer
service training. In many cases it has been suggested that industries would fail
entirely without complete focus on meeting or exceeding the
customers'
expectations. If in fact this is the case, why then are there still so many
occasions when customers feel the need to complain? Why do certain towns or
areas have reputations for being very friendly while others are viewed as not
worth revisiting? Why do we travel farther to acquire a certain commodity or
service when it is available in our own neighbourhood? We will even pay a
higher price!
In the past, Ontario has promoted a number of programs with a customer
service focus and in most cases the programs have been directed solely to the
hospitality and tourism industry. They have been implemented and administered
by the provincial government. Their life span has been limited and their results
temporary. The SuperHost program was originally developed in British Columbia,
Canada, in 1985 to prepare its workforce for the 1986 World Expo. In May,
1 995, a partnership of the Ontario Chambers of Commerce and The Ontario
Tourism Education Corporation, purchased the license for SuperHost, and
Ontario SuperHost was born. The seven-part, interactive seminar includes the
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following modules: Making People Feel Welcome, The Importance of Visitors and
Tourism, Communication, Listening, Handling Customer Concerns, and a Local
Tourism component. The seventh module provides provincial and regional
tourism information.
Unlike previous programs, the focus of the Ontario SuperHost Seminar is
the community as a whole, inclusive of all businesses. In the context of the
seminar, the
"tourists"
can come from across the country, from across the
province, or from across the street. If their experience is a positive one, their
increased visits, for longer periods of time, will have a far-reaching, positive
impact on the local economy. Under this premise, everyone benefits. Although
the program is in its infancy, it is important that its worth be determined.
Currently, an evaluation is completed at the end of the day-long presentation.
There is no evaluative tool in use to determine the effectiveness of the program
once the participants have returned to their workplaces. This information is
imperative to the life of the program. The value of its acceptance, implementation
and effectiveness must be determined if Ontario SuperHost is to survive and
prosper.
PURPOSE
The purpose of this study is to review the Ontario SuperHost Seminar and
its value, real or perceived, realized by the participating employees. The findings
should provide support for the premise that Ontario SuperHost participation is a
means of improving interpersonal skills and increasing the ability to handle
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customer concerns. The Ontario SuperHost Seminar can be significant to the
success of individual businesses of any kind or size, and moreover, it can be the
foundation for positive promotions of individual towns, cities, tourist areas, and
the province as a whole.
SIGNIFICANCE
This study should provide business owners with positive reinforcement
regarding the value and importance of the Ontario SuperHost Seminar. It should
be helpful to community leaders in promoting the program based on service
excellence which their businesses and industries offer. The study will also
provide the groundwork for future research on program content requirements
based on local or cultural differences. There may also be the opportunity for
bench marking one company's success with another.
METHODOLOGY
The research will be analytical in nature, determining the value of the
Ontario SuperHost Seminar to the participants in their workplace environment.
The sample group will be one hundred and seventy participants in four
communities within Simcoe County, representing the eight sectors of the Tourism
Industry, as outlined in the Ontario SuperHost Seminar. All will complete the
same questionnaire. The data collected should then provide a basis to determine
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what positive perceptions exist, if any, of the participation in the Ontario
SuperHost Seminar.
HYPOTHESIS
It is expected that the study will identify that the Ontario SuperHost
Seminar has helped to enhance the self-esteem of the participants, provided
useful skills to enhance the
customers'
experiences and helped to provide a
healthier workplace environment, based on effective internal customer relations.
It is the belief of the researcher that in those businesses/companies represented
by the sample groups, the majority of participants will notice at least a "slight
improvement" in more than half of the areas representing the Seminar modules.
DEFINITION OF TERMS
1. CUSTOMER: The person who requires the goods, services or
information. Depending on the type of business, this person may also be referred
to as a tourist, visitor, client or guest. An employee is also a customer of the
colleagues with whom he/she works and is referred to as an internal customer.
2. BUSINESS/COMPANY: The study will include operations
representative of the Eight Sectors of the Tourism Industry, as outlined in the
Ontario SuperHost Seminar.
3. BUSINESS OPERATOR: The manager, owner or representative who
may be responsible for the development, delivery and evaluation of the training
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program and/or the performance evaluation of the employees who are Ontario
SuperHost participants.
4. THE EIGHT SECTORS OF THE TOURISM INDUSTRY: Ontario
SuperHost makes the distinction among the sectors and includes examples of the
business operations as follows:
Accommodation Hotels, Motels, Resorts, Campgrounds, Time-Share,
Bed & Breakfasts, Youth Hostels, Summer Camps, etc.
Adventure Tourism and
Recreation
Ski Resorts, Sport Fishing, Golf/Tennis, Ecotourism, Water
Sports/Marine Tourism, Guiding & Outfitting etc.
Travel Trade Travel Agencies, TourWholesalers, Tour Operators, Tour Guides,
etc.
Attractions Museums, Galleries, Parks/Gardens, Interpretive Centres, Cultural
Tourism, Native Tourism, etc.
Food and Beverage Restaurants, Coffee Shops, Fast Food Outlets, Pubs, Club Facilities,
etc.
Transportation Air Carriers, Motor Coaches, Railways, Cruise Lines, Car Rentals,
Ferries, Recreational Vehicles, Taxis, Gas Stations, etc.
Events and Conferences Special Events, Meetings/Conferences, Festivals, Trade Shows, etc.
Tourism Services Retail Operators, Reservation Services, Advertising Agencies,
Information Centres, Tourism Suppliers, Educational Institutions, etc.
IDEOLOGICAL ASSUMPTION
An important assumption of this study is that the Ontario SuperHost
Seminar is effective in enhancing the customer service skills of the employee,
thereby creating a healthier workplace environment because of improved
internal customer relations. In the long term, this increased effectiveness will
benefit the employer by reducing customer service inefficiencies and customer
complaints, thereby enhancing the "bottom
line"
of the business/company. The
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assumption is that exceptional quality customer service is required of all
businesses, regardless of their size, or the products or services they provide. A
second assumption is that the full impact of the Ontario SuperHost Seminar will
not be realized because it is in the introductory stage within the sample area.
PROCEDURAL ASSUMPTIONS
Questionnaires to Ontario SuperHost participants will be distributed in the
workplace and will include a stamped, addressed return envelope to the
researcher. To minimize participant distortion of the survey, the survey questions
will be critiqued by a group similar to the respondents. Also, the widely accepted
statistical program, SPSS, will be used in interpreting the data, thus controlling
researcher bias.
SCOPE
The focus of the study is the Ontario SuperHost Seminar participants. The
sample group will be those people who have completed the Ontario SuperHost
Seminar within the time period of October 5 to December 6, 1995. This will allow
for a minimum implementation period of the Seminar material, by the participants,
in the workplace environment. The population all work within Simcoe County,
inclusive of the towns of Collingwood, Wasaga Beach, Midland, and the city of
Barrie.
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LIMITATIONS
This study will act as a vehicle for data collection regarding the value of
the Ontario SuperHost Seminar, as seen by the employees, with regard to their
customer service skills development. It will collect data within a specific area of
the province and may also be restricted in its findings by the limited participation
within an operation. The seasonality of the business/company may also limit the
degree of impact of the Ontario SuperHost Seminar within that
business/company.
PROCEDURES
For the purpose of the study, the sample group consists of participants in
the Ontario SuperHost Seminar who work in Simcoe County, Ontario, and
specifically from communities that are part of the
"Huronia"
tourist area and the
"Georgian Triangle" tourism region. The sample population represents a variety of
businesses/companies according to the Eight Sectors of the Tourism Industry.
The research instrument is in the form of a questionnaire, distributed within
employees'
workplaces and returned to the researcher in the stamped envelope
provided.
The study will evaluate the Ontario SuperHost Seminar content and its
application in the workplace. The criteria for the review will be structured around
the content of the Seminar and its value to the participant in the workplace. The
independent variables will be the content of the Ontario SuperHost Seminar and
the fact that all of the seminars were delivered by the same Leader. Dependent
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on this variable is the implementation of the Seminar information by the
participants, in the workplace, and the on- the- job support of the Seminar, by the
business operator. Intervening variables are the number of Ontario SuperHost
participants within individual businesses/companies, and the seasonality of some
of the businesses/companies.
LONG RANGE CONSEQUENCES
A positive test of the hypothesis in this study will substantiate the value of
the Ontario SuperHost Seminar on a personal level for the participants and their
workplace comfort and abilities. In the samples where the Ontario SuperHost
Seminar is supported, the participants will have greater confidence in their
abilities, the quality of customer service in their departments will be enhanced and
internal customer relations will also be improved.
Results contrary to the hypothesis would warrant further study using a
smaller geographical area, a more focused employee population, and a different
evaluative tool.
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CHAPTER 2
REVIEW OF LITERATURE
The terms "customer service" and "customer service skills"have emerged
with the nineties like a steam train through a tunnel; one always assumes that the
train passes through the tunnel, but when the moment arrives, it creates a sense
of awe. The same may be said of service. Professional, quality customer service
may be expected, and yet when it is received, the customer all too often stands in
amazement because it happens so seldom. What is this process, this
phenomenon that has captured the agendas and resources of so many
operations, despite their product, their size or their mission? The theories and
philosophies of customer service, training, and evaluation of such programs, are
the basis of this review.
"Service is an affair of the heart, because for service to touch the mind of
the consumer it must come from the heart of the server."1 It is important,
however, to understand what is required for service providers to demonstrate
such a commitment to their customers and to exemplify the vision of their
employer on a day-to-day basis within the workplace. Can the customer service
experience be a separate entity from the goods or services themselves? Today,
more than ever before, service operations must be customer-centered, not
goods-and-production-centered.
Schwartz presents such a case. He sees product and service in the
following vein:
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1. Goods and Services products- What organizations make and sell,
including: raw materials, business goods, and consumer goods,
business services and Consumer services
2. Terms and Conditions of the Sale- Price, Delivery schedule and
Availability of credit
3. Customer Service- The additional help that organizations provide
their customers, particularly after the sale, including: installation and
warranty maintenance, Information and advice, Problem resolution and
complaint handling
4. Service Facilities-The physical environments that organizations
provide for customers to access their product and service, including:
Sales centers, operations centers, and repair centers, Head Offices
and local offices, Automatic ticketing, automatic tellers, catalog sales
through home computers, and many other recent forms of electronic
service facilities.
5. Service Manner-The behavior of the organization's people during
interactions with customers and prospects, including: Friendliness and
courtesy, Promptness, Patience.2
" Inadequate service manner sorely damages either or both a technically brilliant
goods or services product and technically brilliant customer
service."3Customer
service consists of the support we provide customers before, during and after the
sale-especially after the sale. The quality of customer service influences
customer satisfaction well beyond the degree of satisfaction with the physical
product. "Customers repeat their purchases of a given product where customer
service is of a higher
quality."4 The key to the success of this service is the
employee contact that the customer experiences and that is based on the level of
confidence and commitment of each employee. Schwartz's ideas are exemplified
in the following exercise taken from the Ontario SuperHost
Seminar.5 One of the
modules of the Seminar begins with the participants discussing the question,
"What does quality customer service mean to you, as a
customer?" The
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participants then have the ability to realize that indeed, quality customer service
has a variety of meanings. This exercise is a good beginning for examining why
customers change the businesses/companies with whom they deal.
WHY DO FIRMS LOSE CUSTOMERS?
1% of customers die
3% of customers move away
4% of customers float from one firm to another
68% of customers change firms because the people giving
service are indifferent and show little interest in them or
their needs.
7% of customers change firms on recommendation of their friends.
9% of customers change firms because they believe they can buy
more cheaply elsewhere.
8% of customers buy according to theirwhims
Internal service quality demands that individual departments within an
organization work for the benefit of the company as a whole. Therefore, each
employee has a responsibility to perform to the prescribed standards of the
organization. "Employee empowerment suggests that employees must manage
their individual processes because they are the only ones that have control over
them and are, therefore, the only ones that can improve them.
>.6
Sheridan uses a very interesting metaphor to describe three types of
organizations in the American business world today: It revolves around a bull in a
china shop.
Type One organization, in which "management's objectives are to
increase sales volume and move onto the next customer, will slap the
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bull on the rump and get it through the china shop in a timely
fashion."
He goes on to describe the actions of organization Type Two: They
will try to move the bull through the shop in an orderly fashion. Ideally,
he explains, there should be the implementation of Total Quality
Management (TQM) to ensure that all of the requirements to meet the
"customer's"
needs are met at every level. The Type Three
organization would widen the doors, "all the china would be displayed
on either side of a wide aisle...and the bull would be taught to run a
10-second, 100 meter dash in a straight line."7
Azzolini and Shillaber agree. Every action the departments take is guided by
what is called a "customer construct"-an orientation to satisfying customers that
underlies everything a department does. A customer construct cannot be
acquired by merely exhorting staff members to love their customers. It comes
about when forward-thinking executives organize their departments and base
decisions on two principles:
Customers'
needs determine the department's strategy.
The department's structure, systems, technology, culture,
and capabilities must be aligned with the strategy in order
to achieve it.8
What is the optimum environment in which an employee can make such a
commitment? What are the skills an employee requires? What is the role of the
supervisors to ensure that the performance of the employee is meeting the
company standards consistently? The theories are varied but the underlying key
is that customer service is but one link in the midst of many others, not to be
isolated at any one point, but rather, the real strength throughout the entire
organization.
Ontario SuperHost 15
Speakers at the National Quality Forum VI, in New York City, in October of
1990, heard Frederick Smith, chairman and CEO of Federal Express Corporation
say
[CJustomer satisfaction begins with employee satisfaction. The bottom
line is that, in order to satisfy our customers, we feel we must treat our
colleagues within our company as customers first. I firmly believe that
employee dedication mirrors the extent to which an organization
demonstrates its commitment to its people. When people know what
is expected of them, understand that outstanding performance is
rewarded, and believe that they can make a difference because they
will be listened to and allowed to put their ideas to work, they will make
a difference. They will go beyond our expectations, and great things
will start to happen.9
The Forum included a panel of front line specialists, who, when asked by Brian
Dumaine of FORTUNE Magazine, how management can better prepare workers
to improve quality in the workplace, they responded that trust, feedback, follow-
through, and commitment were key factors. Laura Johnston, the director of guest
services at the Minneapolis City Center Marriott Hotel in Minnesota, went on to
say
[l]t's not just front-line managers trusting the hourly employees, but
also senior executives trusting the general managers and so on, all the
way through the ranks. It's not only having that trust but also
demonstrating it by truly allowing people to become involved and
implement their ideas.10
McLaurin and Bell share this belief as illustrated through their "customer
requirements analysis and
deployment,"
(CRAD) model. This is the process they
recommend to successfully implement TQM.
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In Weyerhaeuser Mortgage Company the TQM education and training
process, managers and employees practice several types of
communication skills. First, participants are introduced to
communicating supportively using both verbal and nonverbal
behaviors. Active, or reflective, listening is practiced, using
paraphrasing, restatement, open-ended questions and closed
questions. Constructive feedback is introduced to help individuals and
teams continuously improve their daily work, problem solving and goal
setting.11
The CRAD model has four steps: identify customers, determine customer
requirements, identify related supplier processes, products and services and
finally, improve key processes to achieve full customer satisfaction. However,
the first priority is to ensure that the participants have completed the
communication segment as outlined above. The identity and requirements of
customers are inclusive of all internal as well as external customers.
Cocheu states that the challenge in training today has two major thrusts: to
improve the product quality and customer service and to give people the
knowledge and skills they need, when they need them, to improve quality. He
identifies the three most common types of quality training.
[Q]uality awareness training, employee involvement training and
statistical process control, or SPC, training. The problem is that
they are often seen as solutions in and of themselves, rather than
as parts of an overall training system to support an organization's
quality improvement strategy. The key thing about the training is
that it should integrate, the strategy of the company, the direction of
the company, the vision of the company, and the skills and behaviors
that the people need to get the job done should all be
combined.12
Cocheu outlines the Six-Step Improvement Strategy to underline his belief that
strategy must precede training. Step One through Six includes: preparation,
planning, awareness, deployment, implementation and continuous improvement.
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He also provides a Six-Phase Training Approach that includes, from Phase One
through Phase Six, the following: Understanding and Commitment, Quality
Management Systems, Improvement Teams, Customer Service, Process
improvement and Advanced Quantitative Methods. Clearly, customer service
training should be part of a much larger process of training, and only after the
strategy of the company has been very well defined. Particularly important to this
study are Cocheu's comments on Phase Four of the Training Approach,
Customer Service.
People who work in customer contact positions, such as salespeople
and service representatives, need specific training in how to work
effectively with customers.. each interaction is an opportunity to
demonstrate the company's dedication to improvement and
customer satisfaction. The empowerment training from Phase Three
is a prerequisite to training in customer service skills. People must
believe they have the responsibility and ability to take the necessary
actions to satisfy
customers'
needs.
Phase Four training focuses on the interpersonal skills needed to interact
effectively with customers in a variety of situations. These skills include the
following: listening actively and demonstrating courtesy, respect and concern,
soliciting
customers'
expectations, responding nondefensively and empathetically
and helping customers maintain their self esteem. He concludes the list of
requirements with negotiating winning solutions, taking the initiative to satisfy
customers and following up to ensure customer satisfaction. These seven
interpersonal skill requirements as outlined by Cocheu are the topics included in
the Ontario SuperHost Seminar, which is the basis of this study.
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The research instrument for this study is a questionnaire fashioned by the
findings of Karen Paul and David W. Bracken. They outlined the strategy for
developing questionnaires for employees by answering some of the most
common questions as to their design. The article is written as twelve questions,
most of which have a direct link to the study. Question One asks, "Is there a best
time to conduct surveys?" This question not only deals with the availability of the
employees to complete the questionnaire, but also the purpose or proposed use
of the information that results from the survey. In any case, employees must view
their participation in the survey as an important business event. The
questionnaire for this study should have been completed and returned to the
researcher by the end of March 1996. It would then be possible for the findings
of the study to be used for future planning of seminar deliveries, and for
employers to review the need for other employees to complete the seminar.
Question Two relates to the kind of survey, sample or census. A sample
survey records the responses of a portion of a particular population and as a
result, the researcher infers information about the entire population. A census
survey attempts to gather information from every member of the population.
Census surveys are usually used for a small and accessible population. The
authors compare the two types of surveys regarding cost and the quality of the
results.
Traditionally, sample surveys have been used for a small, selected
segment of the employee population and the results are "just as
reliable as results found through more expensive census surveys,
which involve the entire organization. But when the employee
Ontario SuperHost 19
population is small, sample surveys aren't as reliable as census
..14
surveys.
The sample size for this study will be dependent on the number of participants in
the Ontario SuperHost Seminars delivered by the same leader, within a specific
time frame.
The length of surveys is discussed in Question Three. The authors
believe that there is great debate on this issue.
Some studies show that shorter surveys get higher response rates
than longer ones. Other studies suggest that the number of questions
is irrelevant, as long as respondents are interested in or committed to
the aims and outcomes of the survey. Different demographic groups
may prefer different-length surveys. For example, managers tend to
like surveys of three to five pages; nonmanagerial employees tend to
prefer surveys of ten to twelve pages.15
Paul and Bracken believe that eighty to one hundred questions are acceptable
within a time limit of thirty minutes. The proposed questionnaire for this study,
with twelve to fifteen questions, will require approximately ten to fifteen minutes to
complete. It is the opinion of the researcher that this is appropriate according to
the wide range of employee abilities and capabilities. The Ontario SuperHost
Seminar focusses on seven skill areas and that content is the essence of the
survey.
Question Four addresses the number of point scale scores used. "The
typical format is a rating scale with response points arranged from low to high,
along equal intervals-for example, a scale of 1-2-3-4-5. The five point Likert
1 fi
scale probably is the most widely used rating
scale."The use of a neutral
midpoint is discussed in the article and for the questionnaire in this study, there
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will be no midpoint on the scale so that respondents must take a stand. The
three point scale will be used to determine the change, if any, in the skill of the
participants under the specific headings of the Ontario SuperHost Seminar
content.
Question Five asks, "Does it matter what the rating-scale anchors are or
how many scales are
used?"
Most organizational surveys measure positive concepts such as
communication, 'competitive edge and teamwork. Therefore, it's
usually best to label a scale's high end with the most positive anchor.
High scores will immediately identify positive attributes or
attitudes.'
The labels on the scale 'should correspond to the psychological values
respondents are likely to
assign.'17
The labels are usually ones of frequency or satisfaction. Using only one type of
label is important instead of switching during the survey. The questionnaire for
this study will use a satisfaction label for most of the questions but it may be
required to group a number of the questions using frequency labels to determine
the type and frequency of performance evaluation of the employee.
Question Six deals with the demographic questions one might ask and
their location at the beginning or end of the survey. Placement at the end of the
survey with an explanatory note as to the use of the information is generally more
acceptable and is more likely to be answered, than when such questions appear
at the beginning of the survey. The survey for this study will ask such questions
as gender, age range and postal code, (the postal code will provide data on a
geographical location), at the end of the survey.
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Question Seven discusses survey content placement.
Is it better to combine items from various topics or to group all of the
items about a single topic in the same place on a survey? Previous
studies have shown that responses fall into "sets" when items are
clustered according to topic. This may be a result of respondents
answering all questions similarly based on their attitude toward the
particular heading. The authors explain that a researcher can
probably avoid response-set bias by carefully selecting the category
headings, for example, using shaping excellence, instead of rewards
and recognition, may remove negative implications for some people.
18
The organization's priorities may be illustrated by the grouping of topic questions
and the placing of questions in a particular order. "Category type surveys also
help employees see a direct relationship between the survey instrument and the
survey
reports."19 The survey used in this study will use the category format,
based on the components of the Ontario SuperHost Seminar and the frequency
of feedback from supervisors in the workplace. The demographic information will
be the last category of the survey.
Question Eight in the article asks, "Is it important to have some negatively
worded items on a
survey?"The purpose of a negative response question is to
guard against response bias that occurs when respondents continuously choose
one response. Perhaps they have not even read the question. The authors do
not recommend the use of such questions, particularly with satisfaction scale
surveys, and they are quick to point out that negative questions can cause a
sense of mistrust between employees and their administrators. In the analyzing
of the data, careful reading of the negative worded items is imperative. In this
study, the questionnaire will not include any negative worded questions to limit
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the threat that might be felt by some participants, and as a result, could affect
survey completion. This will also ease the use of summary scoring by adding the
ratings for similar responses throughout the survey.
The ninth question asks, "Are norms useful? Norms are descriptive
statistics that enable survey administrators to compare mean survey results with
the scores of people in a defined population."20 In this study the norms will
enable employees and the business operators to review the value of the Ontario
SuperHost Seminar for the surveyed participants based on
type"
of operation, and
job position.
Custom surveys or standardized surveys are discussed in Question Ten.
Basically, standardized surveys yield reliable and valid information where custom
surveys can result in "invaluable organization-specific
information."21 The basic
determinate is usually the purpose of the survey: is it to express an organization's
vision or is it mainly a communication tool to convey the organization's own
values? The questionnaire for this study will be developed to determine the
practicality and appropriateness of the Ontario SuperHost Seminar content as it
relates to the workplace. The questions will reflect the seminar content.
Question Eleven asks, "What are the differences between mail-in and on-
site
surveys?"It is the
authors'belief that "generally, the benefits of on-site
administration outweigh the seemingly high
cost"22
of a mail-in process.
Typically, there is a low response rate, sometimes "60 to 75 percent lower than
23
the response rate for surveys administered on
site." The survey for this study
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will be a mail-in but it is the hope of the researcher that there will be an increased
likelihood of responses because the sample group is familiar with the researcher
and the majority of surveys will be hand delivered to the
participants'
workplaces.
Question Twelve addresses the number of respondents required to
produce reliable results. "On surveys of a particular work group, employees who
report to the same supervisor, reliability is partly determined by the size of the
group. The results from small groups are more affected by the answers of
individual members."24 This is directly applicable to the survey in this study.
Although this may be true in some cases, the numbers are still sufficiently
representative to suggest reliability.
Confidentiality is also a big concern for smaller groups. Every effort will be
made by the researcher to ensure the
respondents'
anonymity. This may be
reinforced by the respondent having to mail their surveys to the researcher, as
opposed to the collection of the surveys by their supervisors.
To design the survey for this study, it is important to review the content of
the Ontario SuperHost Seminar. The program was developed in British Columbia,
Canada, in 1985, to prepare the population to host the
"world" for the Expo in
1986. Since that time, the license for the SuperHost program has been sold
across the nation and around the world. In Canada, Ontario is the newest
member of the SuperHost family. The license was purchased jointly by the
Ontario Tourism Education Corporation and the Ontario Chamber of Commerce.
The program was introduced to the Province in May of 1 995 and the majority of
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seminar deliveries began in the fall of the year. Ontario SuperHost, unlike similar
programs introduced to the Province in the last ten years, is very much a
community based program. The focus is to highlight the importance of providing
quality customer service, in order to enhance the economic well-being of the
communities, and the Province as a whole. It is marketed to companies of all
sizes, to their employees of all levels, and to the general citizenry of the Province.
The value of tourism and the importance of the visitor is but one portion of the
seminar. The following table outlines the content of the Ontario SuperHost
seminar, the majority ofwhich covers basic interpersonal
skills.25 The content is
very similar to that of the CRAD model defined earlier by Bell and McLaurin. The
modules of the Seminar also follow the pattern outlined by Cocheu in his Phase
Four of the Training Approach related to Customer Service.
Making People Feel Welcome Tips for Using and Remembering Names
Making Conversation
The Importance ofVisitor and
Tourism
Why Do Firms Lose Customers?
The Value of Tourism
The Eight Components of the Tourism Industry
First Impressions
Tips to Make Your First Impression a Positive One
Communication The Communication Process
Tips for Improving Communication
Listening Tips to Effective Listening
Active Listening
Handling Customer Concerns Types of Complainers
A Framework for Handling Concerns
You Be The Host Tourism Services
Giving Clear Directions
Knowing Your Local Area
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The Ontario SuperHost Seminar is delivered to groups of no more than
twenty, usually in one, eight-hour day. It is a fast-paced seminar providing ample
opportunity for interaction by the participants. A business can be deemed to be a
"SuperHost Business" if sixty percent of its employees, and one hundred percent
of its management team, have completed the program. Those percentages must
be maintained each year. It is to the advantage of the individual
business/company to maintain the designation due to its international status and
recognition. Also, a SuperHost business/company is specifically noted by
Tourism Ontario in all provincial guidebooks printed by the Ministry of Economic
Development, Trade and Tourism. The greater number of SuperHost
businesses/companies in a city or area, the greater the potential for increased
and repeat tourism visits by consumers.
Training, regardless of the content, format or methodology, is a poor
investment of time and money if the feedback and coaching within the workplace
is not consistent. The program may be custom made for the organization, the
department and/or the employee. However, once completed, the application of
the training content must be continually monitored and employees must recognize
the acceptable behaviour as modeled by their supervisors. Galagan reviews the
training and development philosophy of Horst H. Schulze, the president and chief
operating officer of the Ritz-Carlton Hotels.
Schulze and his hotel chain could boast a thirty percent employee-
turnover, or the fact that "out of every one million transactions with
customers, fewer than sixty thousand could be counted as
defects,"26
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The Ritz-Carlton is also the recipient of the Malcolm Baldrige National Quality
Award. Schulze, however, is an outstanding leader who believes that quality
service is never really achieved. It is dynamic just as
customers'
expectations
are. Therefore, the training and development of staff at all levels are never
ending.
Now he intends to lead the thirty-hotel chain to achieve a goal
attempted so far by only the very best manufacturing companies: zero
defects. By 1996, Schulze wants Ritz-Carlton employees to decrease
defects in eighteen key processes involving customers to just four
defects for every one million encounters. He also wants to see cycle
time for certain processes reduced by fifty percent and customer
retention raised to one hundred percent.27
The commitment of Schulze to employee training and customer satisfaction is so
strong that he attends the seven days of employee training that precede every
hotel opening. Training is one of his preferred leadership roles. "The result is
that Ritz-Carlton employees are among the best and most intensively trained in
the industry. Each gets at least one hundred hours of training a
year."28 Schulze
trains the managers of all thirty hotel properties every year. He believes that
Leaders must educate. Galagan also explores the relationship between training
and the total quality strategy of the Ritz-Carlton. Of particular note for this study,
is her information regarding the training of new employees. The atmosphere, or
attitude perhaps, right from the beginning is different from the norm: "new
29
employees are told, you weren't hired; you were
selected." New employees are
trained in eighteen key processes that contribute to customer satisfaction, and
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receive an orientation to the "heart and soul" of the organization. All employees
must successfully pass a certification test after their sixty-day orientation.
Galagan reports that the training process aims "to develop and maintain desired
behaviors, to create continuous improvement, to communicate quality messages,
to recognize employees and to have fun."30 At Ritz-Carlton,
"coaching"
occurs
daily during the lineup in each department where supervisors deliver training as
outlined by an international quality-education team who send out information to all
the hotels every three weeks. Galagan's review of the Ritz-Carlton's journey to
zero defects provides insight as to the importance and magnitude of employee
training and perhaps, what is more important, the commitment required by
managers and all administrators.
It is apparent that the thrust of customer service today is the realization
that consumers can fulfill any one need, in any one of many similar operations.
Many accommodation properties have beautiful views and luxurious facilities.
Retailers have similar products, for similar prices. It really comes down to: Who
will provide the quality customer service on a consistent basis? Training will
provide the skills required for employees to be successful, and thus, make their
employers successful too.
Just as the Ritz-Carlton is working toward one hundred percent retention
of customers, Joan Koob Cannie writes about Keeping Customers for Life.
Cannie provides the key reasons for empowering and training people at all levels
to take care of your customers;
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To gain commitment and support
To integrate company wide service quality goals
To teach service quality skills and principles
To convince all employees that customer care is their job
To emphasize the importance of people's different roles in the
overall company program, particularly those who don't interface
with customers
To increase participation, motivation, and self-esteem of people at
every level in the
organization31
Cannie uses the term "Customer Champions" referring to employees who are
customer-focused in everything they do. Equally important is that every process,
strategy and system within the organization must be customer-focused. Cannie
32
describes a Twelve Step Strategy in order to "keep customers for
life." The
table that follows outlines the steps.
1 . Top Management Commitment
2. Internal Evaluation
3. Determining Customer Requirements
4. Goals and Performance Measures
5. Customer-Driven Management
6. Becoming a Customer-Champion
7. Employee Motivation and Self-Esteem
8. Empowerment and Training
9. Empowering Employees to Solve and Prevent
Problems
10. Communicating Feedback
11. Recognition, Rewards, Celebration
12. A Continuous Improvement Network
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To compliment her strategies, Cannie includes a collection ofWorksheets that
would be useful for any type of business that is consciously working to achieve
"Customer-Champions", in a customer-focused operation. Cannie's book is
particularly relevant to the context of this study because it emphasizes that
training is but one very important part of a much bigger process. In no way can it
stand alone to make a business or company more effective in serving their
customers.
The same is true for the article, "Making a Play for Training", by Krein and
Weldon. "Only through evaluation can we gauge a training program's success. In
this dialogue, a training director explains evaluation basics- including Don
oo
Kirkpatrick's Four Levels- to a new trainer." The article uses the Four Levels of
Evaluation: how participants reacted to the program, what participants learned
from the program, whether what was learned is being applied on the job and,
finally, whether that application is achieving results. The article details at each
step, the questions that must be answered before designing the appropriate
training.
Clearly, the evaluation must be thought of before the training actually
takes place, to be effective to the entire operation. The fourth step is
directly linked to measuring the results of the training. What effect
does the program have on measures that are important to the
business? For example, reduced employee turnover, reduced costs,
improved quality, increase in favorable comments from customers,
increased sales, fewer grievances filed; for example, harassment
complaints and, increased
profitability.34
Very often there is a lack of congruence between formal training and the
workplace. The focus of this study is closely linked to Kirkpatrick's first three
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levels of training: reacting to learning, learning from training, and applying
learning. The hypothesis of this study suggests that it is the fourth level, the
evaluation of the training, which is lacking in the sample business operations.
The value of employee training, particularly in interpersonal skills required
for quality customer interaction, is higher in today's economy than ever before.
The competition for consumers'dollars is no longer based on product alone.
However, the cornerstone to the successful business operation will be the
commitment of its employees to the prescribed standards of the operation.
Employees must have the confidence and conviction that they are prepared to act
on the demands of the customer and do all they can to ensure that the customer
contact is successful. The responsibility for their confidence lies mainly with the
employer to provide a workplace atmosphere that encourages development,
communication and trust. The employer must communicate the required
standard of performance very clearly, in writing, and in role modeling.
Evaluation/feedback must be consistent and equitable.
Throughout the literature, one thing is common: within any business
operation, the service to the internal customers (employees) will be indicative of
the service they provide to the external customer. Survival depends on quality
customer service.
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CHAPTER 3
PRESENTATION OF THE DATA
INTRODUCTION
The study was undertaken to survey participants of the Ontario SuperHost
Seminar to determine their perceived value and appropriateness of the seminar
content in their workplaces. This will provide information not only for employers
but also the administering partners of the seminar, Ontario Tourism Education
Corporation and the Ontario Chamber of Commerce.
METHOD
The sample population was all participants of the Ontario SuperHost
Seminar, in sessions between October 5 and December 6, 1995 delivered by the
same leader. All participants are employed in business operations within the
Huronia and Georgian Triangle Tourist areas. Data was collected using a
customized questionnaire based on the content of the Ontario SuperHost
Seminar. The majority of surveys were hand-delivered to the participating
business operations between February 27 and March 7, 1996. The remainder
were mailed to the participants directly. A stamped, addressed envelope to the
researcher, was provided. Overall, 57% of the sample population responded with
the total number of valid questionnaires reaching 97 Table 1 shows the
percentage of respondents according to the sector of the industry in which they
work, as outlined in the Ontario SuperHost Seminar.
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Table 1:
Number of Respondents and Response Rate by Sector
Sector Sample Returns Response Rate
Accommodation 5 3 60%
Food and Beverage 17 9 47%
Adventure Tourism 6 3 50%
Transportation 5 4 80%
Travel Trade 1 1 100%
Events and Conferences 6 2 33%
Attractions 22 8 36%
Tourism Services 108 64 57%
Others 3*
Total 170 97 57%
*Note. These participants did not complete this question.
The greatest number of participants were employed in the Tourism Services
Sector which is the most varied of all the sectors. This demonstrates a cross-
section of the community that traditionally has not been seen as an integral part
of the tourism industry, ie. advertising agencies, educational institutions and
tourism suppliers. Table 2 outlines the response rate of participants based on the
business type within the Tourism Services Sector.
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Table 2:
Number of Respondents and Response Rate by type of business within the
Tourism Services sector
Business Type Sample Returns Response
Rate
Retail: craft store, beer store, boutique 18 8 44%
Education: high school, gov't.
sponsored program
7 3 43%
Information Centres, Chamber of
Commerce etc.
7 5 71%
Advertising Agencies: radio,
newspapers etc.
3 1 33%
Financial Institutions: banks, credit
unions etc.
3 3 100%
Municipal Staff (Village, Town, City):
Administrative
24 11 46%
Municipal Staff (Village, Town, City):
Clerks, Public Works, Secretarial
38 29 76%
Other: Minister, Village Councillor,
Construction Co. Secretary, Exec. Dir.
non profit organization
8 4 50%
Total 108 64 57%
The Municipal Staff response rate of 76% (29) was second only to that of the
Financial Institution employees who all responded. Traditionally, Municipal
employees have not seen themselves as part of the tourism industry. It is
interesting that theirAdministrative colleagues had a much lower response rate at
46% (11). Similarly, the Retail and Educational samples responded only 44% (8)
and 43% (3) respectively.
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Table 3 shows response rates and percentages for each of the questions
specific to the Ontario SuperHost Seminar. In some cases, the questions were
not answered by all respondents.
Table 3:
Number of Respondents and Response Rate for individual skill areas
greatly
improved
slightly
improved
not
changed
total
n i % n i % n | % n j %
Remembering and Using Names 21 | 22 59 j 61 16 i 17 96 j 100
Making Conversation with Customers 42 | 44 40 i 42 14 i 15 96 | 100
Verbal Communication Effectiveness 18 19 61 i 63 18 i 19 97 j 100
Vocal Communication Effectiveness 22 | 23 57 59 18 | 19 97 | 100
Non verbal Communication Effectiveness 21 j 22 53 | 55 22 | 23 96 | 100
Listening Skills 43 i 45 32 ! 33 21 i 22 96 | 100
Active Listening Skills 39 | 41 37 | 39 19 | 20 95 | 100
Handling Customer Concerns 41 j 44 39 | 41 14 | 15 94 j 100
Providing Local Information 26 | 27 43 i 45 27 | 28 96 i 100
My Work Environment 9 j 9 56 58 31 | 32 96 | 100
Willingness of SuperHost Colleagues to help 9 | 10 51 j 59 27 | 31 87 i 100
My Work Confidence 26 j 27 42 44 27 j 28 95 j 100
Department Customer Service Quality 25 j 27 52 | 57 14 | 15 91 | 100
The greatest improvement is shown in the area of Listening Skills which is 45%
(43) of the 96 respondents. The next closest sections which show great
improvement are Making Conversation with Customers and Handling Customer
Concerns. The table shows a 44% response rate in each area based on 42 of 96
responses for the former and 41 responses of 94 for the latter. The question
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about My Workplace Environment shows the lowest percentage; only 9% (9) of
the 96 respondents indicating a great improvement. However, 58% (56) did
report a slight improvement in the workplace environment. Similarly, only 10%
(9) indicated a great improvement in the Willingness of SuperHost Colleagues to
Help and 59% (51) noted a slight improvement. In fact, only 87 respondents
answered this question.
Under the heading 'slightly
improved'
the greatest change is shown in the
area ofVerbal Communication Effectiveness, as indicated by 63% (61) of 97
respondents. Remembering and Using Names shows slight improvement
according to 61% (59) of the 96 respondents. Improvement was evident with
regard to Department Customer Service Quality. Although only 27% (25) of 91
indicated a great improvement, 57% (52) indicated that the level of service has
slightly improved. Finally, 27% (25) of 95 respondents indicated that their
confidence in their work has greatly improved and 44% (42) reported a slight
improvement.
The Tourism Services Sector has the greatest representation with 66%
(64) of the 97 responses. (See table 1) Within that sector the greatest number
of respondents are public employees working in municipal offices of a town,
village or a city. This group accounts for 62% (40) of the 64 respondents of this
sector. The group is divided according to position. The Municipal Staff,
Administration makes up 28% (11) of the 40 respondents and Municipal Staff,
non-administration accounts for 72% (29) of the respondents. Table 4 illustrates
these findings.
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Table 4:
Number of Respondents and Response Rate by Municipal Staff
Administration and Non-Administration for Individual Skill Areas
Municipal-Admin. Municipal-Non-Admin.
n % n %
Remembering and Using Names
greatly improved
slightly improved
not changed
1
8
1
9%
73%
18%
5
15
8
19%
52%
30%
Total 10 100% 28 100%
Making Conversation with Customers
greatly improved
slightly improved
not changed
2
8
0
27%
73%
0%
13
8
6
46%
31%
23%
Total 10 100% 27 100%
Verbal Communication Effectiveness
greatly improved
slightly improved
not changed
1
8
1
18%
73%
9%
4
20
4
15%
70%
15%
Total 10 100% 28 100%
Vocal Communication Effectiveness
greatly improved
slightly improved
not changed
2
8
0
27%
73%
0%
7
16
5
26%
56%
19%
Total 10 100% 28 100%
Non Verbal Communication Effectiveness
greatly improved
slightly improved
not changed
2
8
0
27%
73%
0%
3
20
5
12%
69%
19%
Total 10 100% 28 100%
Listening Skills
greatJy improved
slightly improved
not changed
6
3
1
55%
36%
9%
10
11
6
37%
41%
22%
Total 10 100% 27 100%
Active Listening Skills
greatly improved
slightly improved
not changed
4
6
0
45%
55%
0%
11
11
6
38%
38%
23%
Total 10 100% 28 100%
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Municipal-Admin. Municipal-Non-Admin.
n % n %
Handling Customer Concerns
greatly improved
slightly improved
not changed
3
4
1
36%
45%
18%
12
11
4
44%
40%
16%
Total 8 100% 27 100%
Providing Local Information
greatly improved
slightly improved
not changed
1
6
2
18%
55%
27%
10
11
7
35%
38%
27%
Total 9 100% 28 100%
MyWork Environment Has
greatJy improved
slightly improved
not changed
0
9
1
0%
82%
18%
3
12
12
11%
44%
44%
Total 10 100% 27 100%
Willingness of My SuperHost Colleagues to Help
greatly improved
slightly improved
not changed
2
7
1
22%
67%
11%
3
16
8
12%
58%
31%
Total 10 100% 27 100%
MyWork Confidence
greatJy improved
slightly improved
not changed
1
7
2
10%
70%
20%
5
10
12
19%
37%
44%
Total 10 100% 27 100%
Department Customer Service Quality
greatly improved
slightly improved
not changed
4
5
1
40%
50%
10%
5
16
7
19%
56%
26%
Total 10 100 28 100
The greatest area of improvement for the respondents of these two groups was
in communication. Verbal communication effectiveness for Municipal,
Administration employees slightly improved for 73% (8) of the 1 1 respondents in
this group, and for 70% (20) of the 29 respondents in the Municipal, Non-
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Administration sample. Vocal communication effectiveness had similar results for
the respondents of the Municipal, Administration group with 73% (8) also noting
that their skill had slightly improved. In the Municipal, Non-Administration group,
56% (16) of the 29 respondents noted that their skill had slightly improved. In the
third area, Non-verbal communication effectiveness, the Municipal, Administration
group of 1 1 again indicated that their skill level had slightly improved, which was
73% (8). Similarly, 69% (20) of the 29 respondents of the Municipal, Non-
Administration employees reported that their skill level had slightly improved in
the area of non-verbal communication.
Two other areas to note are Willingness of SuperHost Colleagues to Help
and Department Customer Service Quality. In the Municipal, Administration
group 67% (7) of the 1 1 respondents noted a slight improvement in the former,
and a slight improvement was also recognized by 50% (5) for the latter. The
Municipal, Non-Administration sample indicated a slight improvement for both
areas too. Willingness of SuperHost Colleagues to Help had slightly improved
according to 58% (16) of the 29 respondents. Commenting on the Department
Customer Service Quality, 56% (16) of the 29 respondents indicated a slight
improvement.
The value of the Ontario SuperHost Seminar is also noted in an overview
of particular areas. In the Municipal, Administration group 73% (8) of the 1 1
respondents and 27% (2) of the respondents collectively noted an improvement,
great and slight respectively, for a total of 100% (10), in the following areas:
Making Conversation with Customers, Vocal and Non-verbal Communication
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Effectiveness and Active Listening Skills. Secondary to that was an overall
improvement in both Verbal Communication and Listening Skills that totaled to
91% (9) of the 1 1 respondents in the Municipal, Administration group under each
heading. In the case ofVerbal Communication, great improvement was noted by
18% (1) of the respondents, but 73% (8) noted a slight improvement. In the area
of Listening Skills, 55% (6) of the respondents said their skill level had greatly
improved and 36% (3) noted a slight improvement.
The Municipal, Non-Administration employees reported similar
improvements in the areas of Communication. Verbal Communication improved
85% (24), according to the 29 respondents. A great improvement was reported
by 15% (4), and a slight improvement was noted by 70% (20). The 29
respondents in this group reported an overall improvement rate of 82% (23) in
Vocal Communication Effectiveness. A great improvement was reported by 26%
(7), and a slight improvement was noted by 56% (16). Finally, the Municipal,
Non-Administration respondents indicated an overall improvement in Non-verbal
Communication Effectiveness of 81% (23). A great improvement was noted by
12% (3) and a slight improvement was reported by 69% (20).
The question related to Handling Customer Concerns is also of interest for
both groups. In the Municipal, Administration group 36% (3) of the 1 1
respondents noted a great improvement, while 45% (4) reported a slight
improvement. A great improvement was reported by 44% (12) of the Municipal,
Non-Administration group and 40% (11) of the 29 respondents noted a slight
improvement. This indicates an overall improvement, with respect to Handling
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Customer Concerns, of 81% (7) of the Municipal, Administration respondents and
84% (23) of the Municipal, Non-Administration participants.
The final questions on the survey were specific to the frequency of
feedback employees received from their supervisors and how often the employee
had the opportunity to discuss their performance with their supervisor. Table 5
illustrates the response rate and percentages for each of these questions.
Table 5:
Number of Respondents and Response Rate for Frequency of Feedback
and Opportunity to Discuss Performance
always usually seldom Total
n i % n i % n | % n i %
Performance
Feedback from
Supervisor
16 | 19 36 j 42 34 | 40 86 | 100
Opportunity to
Discuss
Performance with
Supervisor
29 | 34 35 | 41 22 | 26 86 | 100
Although 42% (36) of employees indicate that they usually receive
performance feedback from their supervisor, 40% (34) responded that they
seldom receive feedback on their performance from their supervisors. On a
positive note, 34% (29) of employees indicated that they always have the
opportunity to discuss their performance with their supervisor and 41% (35) noted
that they usually have the opportunity to discuss their performance with their
supervisor. However, cumulatively, 66% (56) of the employees indicated that
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they seldom receive performance feedback nor do they have the opportunity to
discuss their performance with their supervisor.
The findings from the Municipal staff groups for these questions is also
interesting. They are noted in Table 6.
Table 6:
Number of Respondents and Response Rate of Municipal Employees for
the Frequency of Feedback and Opportunity to Discuss Performance
Municipal-Admin. Municipal-Non-Admin.
Performance Feedback from
Supervisor
n % n %
always 2 27 6 24
usually 6 55 11 40
seldom 1 18 10 36
Opportunity to Discuss Performance
with Supervisor
always 3 36 11 40
usually 6 55 9 32
seldom 1 9 8 28
With respect to frequency of performance feedback from their supervisor,
and the opportunity to discuss their performance with their supervisor, 55% (6) of
Municipal-Administration employees reported they usually receive feedback and
that they usually have the opportunity to discuss their performance. Only 40%
(11) of the Municipal-Non-Administration employees noted that they usually
receive performance feedback, while 36% (10) reported that feedback seldom
occurred. It is important to note that 40%(1 1)of the Municipal-Non-Administration
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employees reported they always had the opportunity to discuss their performance
with their supervisor, but 28%(8) noted that this seldom occurred.
There are two areas of interest with respect to the responses according to
the gender of the surveyed participants. Table 7 shows the response rates and
percentages of females and males for Listening Skills and Handling Customer
Concerns. The majority of respondents in both groups reported an improvement
in each of the skill areas but the greatest improvement was reported by males in
both cases.
Table 7:
Number of Respondents and Response Rate by Gender for Listening Skills
and Handling Customer Concerns
Female Male
Listening Skills n % n %
greatly improved 24 40 18 55
slightly improved 21 35 9 30
not changed 15 25 4 15
Total 61 100 33 100
Handling Customer Concerns
greatly improved 23 39 17 53
slightly improved 26 44 12 38
not changed 10 17 2 9
Total 61 100 33 100
The data shows that 55% (18) of males reported that their listening skills had
greatly improved and 30% (9) of them noted a slight improvement. Similarily,
53% (17) of the males reported great improvement in their ability to handle
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customer concerns and 38% (12) noted slight improvement. In response to ability
in listening skills, 40% (24) of the female respondents reported a great
improvement and 35% (21) noted a slight improvement. Skill level for handling
customer concerns was reported to have greatly improved by 39% (23) of the
female participants and 44% (26) said their skill had slightly improved in handling
customer concerns.
The data collected by the survey suggests that the Ontario SuperHost
Seminar content is applicable to the workplace, as varied as it is for the sample
group. The following section is devoted to discussing the findings.
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CHAPTER 4
FINDINGS
This study reviewed the value of the Ontario SuperHost seminar and its
applicability to the workplace as perceived by employee participants. The
sample included employees of various businesses/companies, job positions,
experience and educational background. Although the seminar is designed to be
a basic training course in customer service skills for service providers, the study
demonstrates the importance of the program regardless of the participants'
experiences. The survey results indicate that the majority of participants
perceived a personal improvement in all skill areas. Although customer service
skills are most often thought of as "common sense," the study indicates that a
refresher of such valuable interpersonal skills is a good investment for enhancing
personal confidence and self esteem.
The Ontario SuperHost Seminar content is divided into seven modules
and each is presented in such an order as to take the participant through the
customer service process from the initial contact to service completion. The
focus is to make people feel welcome, and provide quality customer service,
consistently, to ensure continued visits. This attitude is applicable to all sectors
as outlined in the program and can have positive effects not only to individual
businesses/companies, but also to the local communities. The content is
traditional, but in the light of increased competition, and more demanding
consumers, effective, professional interpersonal skills are key to the delivery of
quality customer service. All too often there exists the assumption that these
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skills come naturally and can be demonstrated consistently without training or
coaching. However, these are the very skills which are lacking and poor
behaviour by service providers continues unchecked. In many cases, the
workers are being subjected to new levels of stress due to smaller budgets,
corporate downsizing and stricter time lines. More emphasis is placed on "the
bottom line" rather than on some of the steps necessary to achieve quality
customer service. As a result, poor interpersonal skills among employees may
translate into poor quality customer service.
The Ontario SuperHost Seminar addresses each of the skills emphasizing
the benefit of consistently delivering professional quality service. Quality
customer service should be a circle made up of the employees providing quality
service to one another and to the customer who, in turn, continues to contribute
to the economy of the business/company and the community as a whole. It is a
win, win, win situation.
The survey results indicate positive changes have occurred in all areas.
The first step in customer service is to make customers feel welcome and the
ability to use their name and make conversation is advantageous. The
overwhelming improvement of these skills as reported in the survey, may be
attributed to the awareness of their importance as a result of the Seminar, and
therefore the employees made an effort to improve the skills.
Communication, in its many forms, is the foundation for the rapport that is
established with a customer. Effective communication skills are imperative. The
customer will perceive our ability to provide a quality product and/or service
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immediately based on the first impression we create. Unfortunately, in the routine
of our daily duties it is often the non verbal message that is sent with little
consciousness. As a result, the first impression created for the customer may be
one of indifference, mistrust or boredom. Facial expressions, posture, gestures
and body movement must be positive to win the confidence of the customer. In
the seminar, communication is broken down into the following: verbal, vocal, non
verbal and active listening, which adds specific skills for serving emotionally
charged customers. The improvement in all of these areas by the majority of
surveyed participants is the basis for improvement in the workplace environment,
work confidence and the enhancement of department customer service quality.
The professional well-being of employees is reflected in their ability to handle
customer concerns, an ability which greatly improved according to 43% (44) of
the sample population. If employees are happy personally with their position and
comfortable with their responsibilities, their contact with customers is more likely
to be positive and effective. The improved quality of service may foster repeat
visits and also increase the customer base.
Further to the discussion about communications generally, Listening skills
specifically improved, either greatly or slightly, according to 78% (75) of the
respondents. Effective listening is mandatory if the service provider is to fulfill the
needs of the customer, and it is even more important in solving any problems that
might occur. This may be key to the improvement reported in Handling Customer
Concerns. The results shown by gender differences indicate that eighteen of the
thirty-three male respondents (55%) noted that their listening skills had greatly
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improved. This may be attributed to an increased awareness of the importance
of the skill and the benefits to be gained. As a result, 53% (17) of them also
reported a great improvement in their ability to handle customer concerns.
The highest percentages under the heading "not
changed"
were reported
for the status of the Work Environment and Willingness of SuperHost Colleagues
to Help. This can be attributed to two things. The first is that in some cases the
business/company sent only one employee to the Seminar. Secondly, depending
on the size of the department and the exchange between departments in a larger
business/company, a SuperHost participant may have felt very much
"alone"
once they returned to the workplace.
Training is really only as good as the coaching and feedback that occur on
an on-going basis in the workplace. The survey results suggest that there is
opportunity to improve the communication link between employees and their
supervisors. While 19% (16) reported that they always received performance
feedback from their supervisor, 40% (34) noted that feedback was seldom given.
Another 42% (36) of participants reported that they usually received feedback.
However, to be most effective, feedback must be consistent, constant and
equitable. The survey indicates that Municipal-Administration employees are
more likely to receive performance feedback from their supervisors than
Municipal-Non-Administration. It may be that their responsibilities, which may
include budgeting and community policies take priority over human resources
issues. Unfortunately, it is the Municipal-Non-Administration who spend the
most time with the customers directly. The survey shows that 36% (10) of
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Municipal-Non-Administration employees seldom receive performance feedback
from their supervisors. This, coupled with the small improvement reported on the
Willingness of SuperHost Colleagues to Help, may be the reason that 44% (12)
of the Municipal-Non-Administration employees reported that theirwork
environment had not changed.
Overall, the survey was well received and the response rate was
favourable. Particularly gratifying were the written comments that many
respondents added, most ofwhich were positive. They are included in Appendix
B and are coded according to the focus of the comment. The sample group for
this study is one small part of the over nine thousand Ontario SuperHost
participants in the workforce today. The results of this particular group indicate
that the investment of time and money was beneficial. Potential follow-up studies
and recommendations are included in Chapter 5.
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CHAPTER 5
SUMMARY AND RECOMMENDATIONS
The results of the study indicate that the Ontario SuperHost Seminar
content is appropriate for employees, regardless of position level, or type of
business or company, when practiced by participants in their work environment.
The majority of respondents reported that their confidence in their work improved
and the quality of customer service that their department delivers also improved.
The reported improvement in various interpersonal skills such as verbal and non
verbal communication and listening skills enhanced their work confidence and as
a result improved their ability to handle customer concerns. Although the
opportunity existed for employees to discuss their performance with their
supervisor, there is room for a greater and more consistent communication link
between employees and supervisors in the form of feedback on work
performance. The majority ofwritten comments from the surveyed participants
indicate that the Ontario SuperHost Seminarwas very well received and that it
would be helpful to all service providers.
Recommendations for further studies of the Ontario SuperHost Seminar
could include the following:
1 . A survey of a larger sample of Seminar participants, including a greater
representation from ail sectors, to test the validity of the results of this
study.
2. A study of three or four SuperHost businesses to determine the effect of
SuperHost training on employee morale and retention as well as quality of
customer service.
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3. A study to determine the financial effect of training using the Ontario
SuperHost Seminar against the cost of compensating customers according
to the company's customer service standard.
The Ontario SuperHost Seminarwas first introduced only a year ago, and
by all indications, it is welcomed across the province. To date there are over nine
thousand participants and over fifty Ontario SuperHost Businesses. In the fall of
1996 an additional program, Ontario SuperHost Japan, will be introduced. It is
designed to help service providers to better understand and serve the Japanese
market.
This survey is the first of its kind to study the value of the Seminar as
perceived by the participants after they have had an opportunity to apply the
information and skills in the workplace. This study indicates that if all service
providers within a business/company participated in the Ontario SuperHost
Seminar, and supervisors provided performance feedback to their employees
consistently, the quality of customer service would certainly improve with the
improved self confidence of the employees. For the business/company, this
would mean an increase in repeat customers, an increase in market share and
this success would result in an improved economy and life style of the local
community as a whole.
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APPENDIX A
Survey Participant Package: Letter and Survey
February 21,1 996
Deor SuperHost Participant
The Ontario SuperHost family is growing quickly. Already, there are more than
twenty-two hundred of us in the province. This is a great start for such a young
program!
I am currently working on my Masters Degree at Rochester Institute of
Technology and I am completing an evaluation of the Ontario SuperHost
Seminar formy thesis. The information gathered by my research will be helpful
for the ongoing evaluation of the program, and for the promotion of the
Ontario SuperHost Seminar throughout the province. To fhaf end, / am asking
for your assistance.
Now that you have had time to use the components of Ontario SuperHost in
your workplace, your thoughts are invaluable to this research. Please find
enclosed, a questionnaire that will take only a few minutes to complete. A
stamped, addressed envelope for its return, is provided. I have included a
section for you to give any further comments and I encourage you to do so.
The information gathered is for my thesis and your confidentiality is assured, tt
would be most helpful if you would respond at your earliest convenience.
Please accept this small token ofmy appreciation, and thank you very much for
your participation.
Yours truly
Susan Hamer
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ONTARIO SUPERHOST PARTICIPANT QUESTIONNAIRE
Please respond to all of the questions based on your
workplace experience SINCEyour SuperHost seminar.
Please choose the most appropriate answer for the
following: 1/
greatly
improved
slightly
improved
not
changed
Remembering and using names has...
Making conversation with your customers, visitors,
clients has...
Verbal communication effectiveness has...
Vocal communication effectiveness has...
Non verbal communication effectiveness has...
Listening skills have...
Active listening skills have...
Handling customer concerns have...
Providing local information has...
My workplace environment has...
The willingness of my SuperHost colleagues to help me
has...
My confidence in my work has...
The quality of customer service our department delivers
has...
PLEASE CONTINUE ON THE REVERSE.
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Please respond to the questions based on your workplace
experience SINCEyour SuperHost seminar.
Please show your responses to the
following statements: ^
always usually seldom
My Supervisor gives me feedback on my
performance...
1 have the opportunity to discuss my
performance with my Supervisor...
Please give the following information regarding your employment.
Job Title:
Department:
Type of business/company:
Does your business/company have a Mission Statement?,
Does your business/company have a Vision Statement?
The following information is for statistical analysis by the
researcher.
Please respond by marking the appropriate answer with a %/
Gender: female Male
Age range: under 20
21-30_
31-40
41-50.
51-60.
Over 60
The first 3 letters of your postal code are:
Your additional comments are welcomed
PLEASE, RETURN THE COMPLETED QUESTIONNAIRE IN THE ENVELOPE
PROVIDED. THANK YOU AGAIN, FOR YOUR PARTICIPATION.
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APPENDIX B
Respondents' Comments
The comments are copied as they were written on the surveys. Similar
comments have been grouped together and given a numerical code as indicated
by the following list.
1 Greater awareness/Useful learning experience/Improved effort
2 Positive experience/Enjoyed seminar/Good course & instructor
3 Refresher/Already aware/Little help or use
4 Recommendation/A must for others/Future use to train
5 Specialized needs training/Public Sector/Service Industry
6 Additional time & personal assistance needed
7 Prior courses taken/Comparison made
8 Negative experience/Nothing has changed regrettably
9 Other mention
The number given at the end of the comment corresponds to the number of the
survey from which it was taken, i.e., #3
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1 Continual sessions that address communication skills help to make us more
aware ofwhat we are doing as well as others. These are very positive. Right
now attention to client service is very important when the public is on
tenterhooks. Good Luck with your thesis and SuperHost! #90
1 This was an excellent exercise for me (personally and professionally). In
these challenging economic times, the quality of service is sometimes the
only edge over competitors. The programme taught me a tremendous
amount on effective communication and truly hearing consumer needs
and wants. #85
1 I like to listen to people now. I keep my cool now. #81
1 I have a hearing problem and do not hear conversation well but this seminar
did help considerably. Thank-you. #80
1,2 I enjoyed the opportunity to work with you. Enthusiasm is contagious and
much needed in these anxious times. You encouraged me to listen more
actively and continue to promote our community. #78
1 Found the superhost program to be beneficial, but have not had the
opportunity to put my people through it. #57
1 I feel by taking this SuperHost Program, I have learned many new ideas
that will help with my overall performance in and on the job. #55
1,2 Excellent Seminar! Better than Provincial Trainer. Learned a great deal,
more accurately, know how to use skills I have already in more positive
and meaningful way. #53
1 Prospective employers are impressed by applicants who have Superhost
training, in my experience. I found a lot of valuable information for people
who run small businesses - eg. value of customer service. #50
1 The course does make you more aware of being a SuperHost and in return
the customer seems to be more appreciative. #46
1,2 I really enjoyed the SuperHost seminar although I'm still having problems
with my listening skills (I always have). However, the seminar had many
valid points which I currently use at work, and in my own personal life.
Thank you again. #42
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1 Questions on reverse marked with '*' were previously strong attributes of
mine and improvement is noted in fellow employees. #24
1 Having taken the SuperHost seminar I find that I am more aware of
tourists. I always was, but now I try to tell them more of what is happening
in our region. I also look a little more at body language. I enjoyed the
seminar. #23
1 ,4 I think the SuperHost program offered many valuable tips and ideas.
Should be a MUST for ail staff, management and Board members. #19
2,7 I thoroughly enjoyed participating in the SuperHost program. I just
completed an additional program offered by the Canadian Parking Assoc.
regarding customer service. #97
2,6 I think you provided an excellent session and covered many many points
and ideas for the time allotted. Possibly an additional day or half day to
assist me in fine tuning some of the skills would have benefited me
personally. Thanks! #91
2 Had a great time during the course! ! #89
2 Enjoyed the seminar, the interaction of attender's was helpful. #83
2 The questions that have not changed are due to routine practise prior to
SuperHost. Found the workshop very reinforcing and the instructorwas
dynamic. Great work! #75
2,1 Excellent course - everyone needs to be aware of their customer skills,
good or bad, this helps them improve where needed. I have answered
these questions based on the department, I have over 20 years customer
service and found I already practised all of the above. I feel I have
excellent customer service and this course just helped me refresh myself
on all areas of customer service. I worked directly with customers
everyday in a banking environment where we had both happy and non-
happy customers. I feel this course has helped many people in our office
because now when they comment after a customer they will say "wasn't
that Superhosty of
me!" I think the course has helped everyone become
aware of their customer service skills and they now seem to try harder with
customers. #56
2 Enjoyed your course. #32
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2 You have a very pleasant, easygoing personality matched with a great
sense of humour that made the day very enjoyable. Thank you. #30
2 It was a great workshop yet some of it is tough to put in place in the drive-
thru situation; seeing that it's more of an expedient service. #25
2 (I've attached a copy of the letter I sent to Sue.) #4
3 I like to believe that I was already performing in a very courteous and
hospitable manner with the public prior to this course. I did find it very
interesting. #92
3 I thoroughly enjoyed the seminar but didn't feel that it was really related to
my type ofwork although I certainly picked up a few pointers in dealing
with the public as a whole. #88
3,2 As an emergency service dealing primarily with code enforcement issues I
did not get as much from the program as someone dealing more directly
with the public I did however find the program interesting. #68
3 This method has always been used at the C.D.I.C, dealing with people in
crisis. It was a great opportunity to review and to know we've been doing
things right! #49
3 Good well rounded course for new individuals and updating. #48
3,2 You mis-spelled my name! But I really enjoyed our day. My confidence in
my work has greatly improved only because I recognized that I was
already performing well in these areas. #38
3,6 Really appreciate info on how dissatisfied customers will react - statistics
help prove the point to staff. After 4 years in hospitality, I found
"course"
perhaps a little too General for my needs, although I can see how
SuperHost would be ideal for others. My
"need" is to find ways to make
Support staff understand and respond to customers more effectively. #16
3,2 I found the instructor to be pleasant and enthusiastic. I found the program
to be a waste of my time. Nothing I don't already do. Others could have
benefitted, but haven't changed a bit. #13
3 I have had similar training. Workplace changes have not been made as
our office already practised the skills prior to SuperHost. #2
3 It was a great refresher course on customer service. Very interactive. #1
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4,2 The superhost seminar was well presented and very informative. I
enjoyed the seminar and would recommend others to take it. #73
4 Really enjoyed the seminar, I find I'm suggesting the programme to others
(who really need it!). Thank you so much - good luck with your studies.
Thanks for the magnet! #45
4 The course fit excellently within our business. Am considering making
SuperHost part of our regular training curriculum for all new employees.
#41
4 Enjoyed seminar and wish more staff could take it (however money
constraints are a big problem). #29
4 I don't think I've helped much with your statistics! My
"business" is not
directly in this area - however I did a
"unit"
and assignment with my
students. They enjoyed it and learned something (I hope!). I thoroughly
enjoyed your workshop. Good luck with your research and your degree.
#27
4,2 Wonderful course. We do not have all our staff on board yet as
SuperHosts. I am sure that when we do we will see greater changes in all
our skills that lead to GREAT Customer Service. Thank You! You were a
great instructor. #1 5
5 SuperHost Training while beneficial to anyone's listening/communication
skills, I feel is particularly relevant to those in the public sector. #87
5,2 Excellent Program for anyone dealing with customers. Both for
experienced people as a refresher or for the new employee. #71
5,2 SuperHost is a very good program. Everyone in the service industry
should take it and help their company enforce it. #40
5 I think every person serving the public in whatever manner they are should
take this seminar. #20
5,2 The SuperHost program is excellent! All persons providing a public
service would benefit by attending and participating in this seminar!
Excellent material and course leadership! #1 1
6,2 Great Lecturer - Would suggest more class involvement more time be
spent on remembering name component. #6
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7,2 The reason I checked "not changed" is that I am the Customer Service
manager and we already had the practices in place at Guest Services. I
was at the training session to assess it for use at the Resort. We are now
in the midst of bringing the program totally in the resort. I felt it is a very
worthwhile program. #14
8 I felt really positive after taking [the] seminar but when I got back to work
nothing changed - 1 was sent there as punishment for allegedly insulting a
taxpayer (not true). #43
9 The areas that have not changed is not a negative as these areas were
not a concern before the course. #52
9 Because this is the slow period of the year, it was difficult to accurately fill
out questionnaire. #28
